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Abstract 
Archives serve as the common memory of a society and reflect the activities of predecessors. The National Archives 
Administration, Taiwan (NAA) is charged with educating, promoting, and advancing the usage of archives to citizens. Many 
efforts such as digitization and fan group have been done on archives to increase their visibility and usability to potential 
users. Archives, different from other documents, have valuable brand and altisonant image. The purpose of this study is to 
illustrate the causal relationship among strategy, participants’ perception and satisfaction to archives management in 
community. Since appropriate strategies can effectively improve professional acceptance and quality, this relationship is 
deemed as an important issue to government agencies. Through survey, this study concludes that channel richness, 
information transparency and accessibility significantly influence the brand image and trust of participants and finally affect 
their satisfaction of participants in community to archives management. The findings can assist managers in government 
agencies to allocate resources for strategically enhancing the brand image and trust and finally achieving satisfaction within a 
professional community. Further, this study can also contribute to the platform for public knowledge management in virtual 
community. 
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1. Introduction 
Archives are the heritage of national activities and often act as the source of knowledge regarding government 
policy. Archives management has huge risks which include the difficulty of periodically updating media and 
information transfer, as well as the shortage of disaster recovery management for data, which endangers long-
 
* Corresponding author. Tel.:+886-3-8633107; fax:+886-3-8633100 
E-mail address: fmhsu@mail.ndhu.edu.tw 
Available online at www.sciencedirect.com
3
 peer-revi w under responsibility of The 2nd International Conference on I tegrated Information
Open access under CC BY-NC-ND license.
Open access under CC BY-NC-ND license.
419 Fang-Ming Hsu et al. /  Procedia - Social and Behavioral Sciences  73 ( 2013 )  418 – 423 
term preservation (Liu and Du, 2009). Through the usage of archives, staffs in government agencies could learn 
from their antecedents, increase knowledge and hinder mistakes.  
According to the global e-government report, Taiwan e-government earns grade of 1, 1, 2, 3, and 2 in 2004, 
2005, 2006, 2007, and 2008 respectively (West, 2008). In December 1999, the Taiwanese government passed the 
Archives Act, which established the legal foundation and technology standards for managing government records 
and archives electronically. The National Archives Administration (NAA) was established in November 2001 as 
the supreme governing entity charged with educating, promoting, and advancing the use of records and archives. 
To improve administrative efficiency and service quality, the NAA revealed a “Ten-Year Strategic Plan” in 2002, 
outlining its goals for digitalizing government records and archives before 2011.  
Social issues appear to be significant in ensuring knowledge sharing success (Kankanhalli, Tan, and Wei, 
2005). The way how to improve the interaction of participants in the community is an important issue to the 
manager. Satisfaction is critical to human behavior and fulfillment response. Therefore, the goal of this study is to 
investigate the determinants of satisfaction in a professional community especially to the sharing of information 
and knowledge regarding archives management. 
2. Literature Review 
Satisfaction is an end state of a psychological process and is a judgment that a product or service feature 
provided a pleasurable level of consumption-related fulfillment. Satisfied participants would like to behave in the 
community. Electronic government strategies—transaction, transparency, and interactivity—are important 
factors that affect trust and e-government satisfaction. In this study, we use channel richness, information 
transparency, and information accessibility as possible strategies for managers to increase participants’ 
satisfaction in community. 
Communication channel richness refers to the extent to which media have the ability to overcome different 
frames of reference and clarify ambiguous issues (Johnson and Lederer, 2005). Brand familiarity and experience 
are major components of consumer knowledge and should have a considerable impact on consumer cognitive 
structures (Ha and Perks, 2005). Communication channels allow participants to exchange emotional support, 
information, and foster a sense of belonging (Teo, Chan, Wei, and Zhang, 2003). Participants are persuaded 
through word-of-mouth communication from virtual community.  
In modern societies, trust has played a key role in the prosperous existence of human society (Gambetta, 
1988). Social media induce participants’ interest in the activities of the virtual community. Channel richness 
facilitates the understanding between communicating individuals. Use of the Internet can harness the unique 
potential of social media to deliver engaging user experiences (Kerrigan and Graham, 2010). Sense of belonging 
is a factor peculiar to virtual community, and is important to the extent that no involvement or participation 
would be forthcoming from users if it is lacking in them. Frequent communication between participants would 
provide greater opportunity for exchanges of information. Such exchanges would promote mutual trust, reduce 
barriers between the functional roles, and thus facilitate convergence (Johnson and Lederer, 2005).  
Transparency of information is demonstrated as the form of recommendations for incentive implementation 
(Sorensen, Jenkins, Emmelin, Stenlund, Weinehall, Earle-Richardson and May, 2011). Participants may choose 
to share proactively all of the information that is useful to each others. Alternatively, they may choose to keep 
some information concealed in order to protect themselves against possible partner opportunism. Participants 
engaging in co-creation feel more empowered. The interaction tool of community determines to what participants 
with varying capabilities are able to propose on the co-creation task. It reflects on the perceived empowerment 
and experienced enjoyment of participants (Fuller, Mühlbacher, Matzler, and Jawecki, 2009). Through 
interconnection and abundant information by way of man-machine interaction can effectively enhance the brand 
favourite.  
Since transparency of information contain fair and righteous treatment to the specific audience, the specific 
topics of recommended contents will bring participants’ trust and social image (Sorensen, et. al, 2011). The 
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higher the distance the lower the cognitive proximity and consequently the lower the effectiveness of socio-
cognitive factors like trust (Biggiero, 2006). Frequent interactions bring the understanding and trust of others’ 
activities (Johnson and Lederer, 2005). Trust is achieved through the antecedent constructs includes various 
experiences and the search for information (Ha and Perks, 2005).  
The accessibility of an information source is a prominent factor affecting its use (O’Reilly III, 1982; Fidel and 
Green, 2004). Information accessibility refers to the ease of information organized in a way that is accessible to 
participants. Most organizations rely heavily on digital technologies to drive customer engagement (Forrester 
Consulting Group, 2008). Information accessibility can provide a fruitful avenue for enhancing consumer’s 
brands preference by way of easy circulation. Good metadata and cataloguing make archives visible to users. By 
the digitalized search, archives can be grouped together to bring integrated knowledge to citizens. Digitalization 
makes archives accessible to participants. Through lively presentation of multimedia, archives can increase the 
interest of audience. An engagement across multiple digital platforms has demonstrated that initiatives positively 
influence brand attitude of consumers.  
IT infrastructure is capable of sustaining the interactions including trust necessary in a network (Baraldi and 
Nadin, 2006). Digitalization of products may influence consumers’ intention which is mediated by their 
perceived risks or trust (Biswas and Burman, 2009). From an information security perspective, the digitalization 
of transactions explores the notion of trust within public settings (Zissis and Lekkas, 2011). Frequent exchanges 
would promote mutual trust and understanding in participants and community and IT could be deployed to 
support them (Johnson and Lederer, 2005).  
When a consumer owns high brand preference to a product, he will generate high self-consciousness to the 
brand and bring high psychologically precious attraction. He adores and appreciates his evaluation judgment and 
then causes satisfaction to the brand. Thus, satisfaction is an important consequence with practical implications 
for brand providers (Li and Green, 2011). Since brand preference is an attitude toward choice which occurs when 
a consumer chooses to use a product or brand (Hogg and Michell, 1996), brand image is critical to satisfaction. 
Brand familiarity positively relates to satisfaction and individual experience (Ha and Perks, 2005).  
Trust can be defined in terms of perceived credibility and benevolence of the provider (Doney & Cannon, 
1997), the willingness to rely on the provider (Morgan & Hunt, 1994), the intention to accept vulnerability based 
on the positive expectations of the intentions or behaviour of the provider (Rousseau et al., 1998), and the extent 
to which there are positive expectations about the provider’s motives with respect to one’s self in situations 
entailing risk. Trust and individual satisfaction are positively related (Söderlund and Julander, 2003). Thus, we 
propose the following hypotheses. 
Hypothesis H1: Channel richness positively affects participants’ image to the brand of archives. 
Hypothesis H2: Channel richness positively affects participants’ trust to others in community. 
Hypothesis H3: Transparency of information positively affects participants’ image to the brand of archives. 
Hypothesis H4: Transparency of information positively affects participants’ trust to others in community. 
Hypothesis H5: Accessibility of Information positively affects participants’ image to the brand of archives. 
Hypothesis H6: Accessibility of Information positively affects participants’ trust to others in community. 
Hypothesis H7: Participants’ image to the brand of archives positively affects their satisfaction. 
Hypothesis H8: Participants’ trust to others in community positively affects their satisfaction. 
3. Research Method 
Since valuable records in government agencies may be captured to become archives, the quality of records is 
coherent to that of archives. Long-term preservation and quality management of archives are the interest of 
participants in target community. On the basis of proposed research framework, this study identifies the specific 
constructs to be examined and then operationalizes them by relevant measures from prior researches. Measures 
used in this study are adopted from previous studies. 
Two domain experts review a preliminary questionnaire and provide their evaluative feedback. The empirical 
test data are obtained from questionnaires to a sample of 459 records management staffs in government agencies 
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who are familiar with archives in Taiwan. Since the constructs investigated in this study are latent variables that 
can’t be directly observed, such variables were measured with a six-point Likert-type scale. After receiving 
survey questionnaires, this study prepared the data bank and used SPSS 18.0 for statistical analysis. Reliability 
refers to how reliable the assessment tools are, and measures the stability and consistency of results. Through 
Cronbach's α, the research dimensions are reliable.  
4. Result and Analysis 
The relationship among latent constructs supports the hypotheses, thus providing evidence for the conceptual 
model presented in this study. Channel richness of archives significantly affects participants’ image of the brand 
of archives. Channel richness of archives significantly affects participants’ trust to archivists. Transparency of 
archives significantly affects participants’ image of the brand of archives. Transparency of archives significantly 
affects participants’ trust in the archivists. Information accessibility of archives significantly affects participants’ 
image of the brand of archives. Information accessibility of archives significantly affects participants’ trust in the 
archivists. The brand image of archives significantly affects participants’ satisfaction with archives management. 
Participants’ trust in the archivists significantly affects their satisfaction with archives management. Among these 
influences, brand image is affected more by information transparency than by channel richness and information 
accessibility. Trust is affected more by information accessibility than by channel richness and information 
transparency. Besides, Participants’ satisfaction to archives management is affected more by trust than by brand 
image. 
5. Conclusions 
This study developed a conceptual model to investigate the satisfaction of information sharing in a 
professional community regarding archives management. The archives had an important mission to preserve the 
historical trajectory of society. Through the process of creation, maintenance, preservation and disposition, a 
number of efforts have been done on records and archives for assuring their authenticity, integrity and 
accessibility.  
The mediating effect of brand image and trust in the casual relationship among channel richness, information 
transparency, information accessibility and satisfaction to archives management in government is examined. 
Empirical result suggests that trust and brand image play an important and mediating role in the casual 
relationship from channel richness, information transparency, and information accessibility. 
Channel richness of social media renders rich information and is critical in sharing experience and knowledge 
in community. There exist hundreds million users in Facebook and its Chinese version is released in 2008. Plurk 
is also one of the successful websites for social networking. Such websites generate a totally different 
relationship among participants other than in the era of telephone and hand-written letters. Therefore, using these 
tools broadly for Internet marketing is helpful to enhance the partnership in community. These efforts are also 
useful for experience sharing and therefore generate mutual understanding and trust. 
Information transparency is significant for maintaining brand image and trust among partcipants in 
community. NAA is the authoritative agency delegated by the Archives Act and is charged with training staffs in 
agencies and promoting the use of archives. Transparent descriptions can trigger brain activation, thereby 
identifying an important antecedent of the trustworthiness of Internet offers (Riedl, Hubert, and Kenning, 2010). 
Officers should encourage staffs to interact with each other and exchange knowledge for long-term preservation 
in community. The concept of cooperation should be embedded in the execution of community. Instead of 
auditing and supervision, the NAA could try to communicate and cooperate with the records management staff in 
agencies. Control and supervision should be replaced by cooperation. The needs and difficulties in reality faced 
by staff should be recognized and solved all together. Through the sharing of vision, the responsibility and 
accountability will be created.  Thus, brand image and trust in professional archives community can increase. 
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Information accessibility significantly affects the brand image and trust in community. The quality of 
recording of metadata, classification and digitization of records will significantly affect the participants’ 
perception and devotion. Before retrieval, archives should be searched and collected in cart for access. High 
quality of metadata can link archives entirely; High quality of classification make search easier; And high quality 
of digitalization make archives easy to access and valuable for creative innovation. However, cataloguing and 
classification of archives are bound to the experience of staffs which needs to be trained and educated through 
experience sharing in community. The value of archives comes from their usage. High accessibility of archives 
brings participants’ trust to archivists. This study confirmed that sufficient resources must be devoted to the 
cataloguing and digitization of records to ensure quality to promote the brand image of archives and trust to 
archivists. 
The quality of archives management may reflect on the participants’ satisfaction in this professional 
community. Therefore, incentive mechanism with trust and social image drives the opportunity to earn 
participants’ satisfaction. The study confirmed that the brand image and trust in community has a significant 
impact on the satisfaction of participants. The importance of records and archives becomes more and more 
emphasized in these days. Regarding records management, the number of staffs is increasing and manpower is 
younger than before in Taiwan. Establishment of brand image among participants in community signifies the 
building of a sense of honour regarding the brand of archives management. Archives management is no longer a 
transactional job but a career with valuable evidence, a symbol of fair and credible profession, which induces 
satisfaction.  
Among these influences, brand image is affected more by information transparency than by channel richness 
and information accessibility. Trust is affected more by information accessibility than by channel richness and 
information transparency. Besides, Participants’ satisfaction to archives management is affected more by trust 
than by brand image. Before 2000, archives are confidential in Taiwan. After the promulgation of the Act of 
Information Freedom, information accessibility plays important role in generating trust to archivists while 
information transparency plays another important role in building a brand image of archives. Furthermore, the 
more trust between participants, the more satisfaction they feel.  
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